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The characteristics of digital media

From push to pull

Traditional media such as print, TV and
radio are push media – one-way streets
where information is mainly unidirectional,
from company to customer, unless direct
response elements are built in. In contrast,
many digital marketing activities like
content, search and social media marketing
involve pull media and inbound marketing.



From monologue to dialogue to trialogue

Creating a dialogue through interactivity is 
the next important feature of the web and
digital media which provide the opportunity 
for two-way interaction with the customer.



From one-to-many to one-to-some and
one-to-one

Traditional push communications are one-
to-many, from one company to many
customers, often the same message to
different segments and often poorly
targeted. With digital media ‘one-to-some’ –
reaching a niche or micro-segment
becomes more practical – e-marketers can
afford to tailor and target their message to
different segments through providing
different site content or email for different
audiences through mass customisation and
personalisation



From one-to-many to many-to-many
communications

Digital media also enable many-to-many
communications. Hoffman and Novak (1996) noted
that new media are many-to-many media. Here
customers can interact with other customers via a
website, in independent communities or on their
personal websites and blogs.



From ‘lean-back’ to ‘lean-forward’

Digital media are also intense media – they
are interactive, lean-forward media where
the customer wants to be in control and
wants to experience flow and
responsiveness to their needs. First
impressions and devices to encourage the
visitor to interact are important.



Increase in communications intermediaries

If we contrast traditional advertising and PR with the
options available in paid, owned and earned digital
media, there is an increase in options to reach
audiences online through a large number of options
for media and influencers. Traditional radio
channels, newspapers and print titles have migrated
online, but in addition there are a vast number of
online-only publishers, bloggers and individual
sharing through social networks.



Integration

Although digital media have distinct characteristics
compared to traditional media, it does not follow that
we should concentrate our communications solely
on digital media.







Examples of digital campaign measures

Audience or traffic building goals. These define
targets for using online site promotion and offline
site promotion to drive quality visitors or traffic to a
website or other social presence which convert to
the outcomes required (sales, lead, newsletter sign-
up, social interaction) at an acceptable cost.



Conversion or interaction goals.

Use onsite communications to deliver an effective
message to the visitor which helps influence
perceptions or achieves a required marketing
outcome.



Third-party site reach and branding goals. Reach,
influence and engage with prospective customers on
third-party sites such as online news and magazines
sites, portals and social networks.



Segmentation and targeting
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